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EXECUTIVE SUMMARY 
1. The majority of the respondents decided to come to the MTV 
Summer Break Nights event on the day of their visit or a day 
prior to their visit. 
2. The majority of the respondents entered the park after 5 P.M. 
mainly because of the reduced admission price and time 
convenience. Almost a quarter entered after 5 P.M. because of 
the MTV event. 
3. The respondents heard about the MTV Summer Break Nights event 
from other people, radio and TV. MTV was the major channel where 
information was gathered, as well as a local radio station (BJ 
105) • 
4. The majority of the respondents thought that the admission 
price for the event was a good value for money. 
5. The most frequently used facilities at Wet N' Wild were: 
Raging Rapids, the Wave Pool, Blue Niagara, Lazy River, and Mach 
5. 
6. In general, they were more interested in the park's rides and 
attractions than any event of the Summer Break Nights. 
7. The majority of the respondents were very satisfied with their 
visit and said that were likely to come back. 
8. Those who were more likely to revisit Wet N' Wild had a high 
interest in: Club MTV with disc jockey, Remote Control, Bikini 
Contest, Pizza Eating Contest. 
9. In addition, respondents who previously heard about the MTV Summer 
Break Nights, thought that the admission price was a good 
value for money, were single, and were local residents were more 
likely to come back. 
1 
I. METHODOLOGY 
Sampling 
The population sample consisted of Wet N' Wild visitors 
during the period of June 30 to August 12, 1989 on all days of 
the week after 10 P.M. (Table 1). The respondents were 
intercepted at the exit gate of Wet N' Wild, briefly rescreened 
for age (13 or over) and were asked to participate in the study. 
After elimination of disqualified respondents, a usable sample of 
610 visitors was obtained. 
Data Analysis 
The majority of the items in the questionnaire were 
structured. Several open-ended items were used to explore 
additional information of "other" categories not included 
in the structured questions. 
Interviews lasted between 2 and 15 minutes with an average 
length of 4.1 minutes. Completed questionnaires were coded and 
the data analyzed at the University of Central Florida. 
Frequency distributions were computed for all questions, as 
well as Pearson Correlations, t-tests, and one-way analyses of 
variance for various predicting variables of park attendance. The 
results are shown in the findings section of the report. 
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Table 1: 
Day of the Week when Interviews were Administered 
Day of the 
week % 
----------------------------
1. Monday 17.0 
2. Tuesday 25.1 
3. Wednesday 11.1 
4. Thursday 11. 3 
5. Friday 11. 6 
6. Saturday 11.8 
7. Sunday 12.1 
----------------------------
Total 100.0 
Limitations 
Several limitations in the research methodology are noted 
here. The practice of interviewing only willing respondents may 
create problems of representation. Since there was no control 
over who participated in the study the results could have been 
biased by either favorable or unfavorable participants. 
In addition, some questions related to behavior intentions of 
the respondents rather than actual behavior; that is, those 
respondents who reported willingness to revisit Wet N' Wild, would 
not necessarily translate it into actual behavior. 
Furthermore, the study is limited to a particular period and 
time of the day of the summer season, and may not necessarily 
represent the "typical" visitor to Wet N' Wild. 
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II. FINDINGS 
Demographic Profile of the Respondents 
The median age of the respondents was between 18 and 24 
years. About 60% of them were single while the rest were 
married. The gender distribution between males and females was 
52.8% and 47.2%, respectively) (Tables 2-4). 
The majority of the respondents (58.9%) were tourists 
visiting Central Florida (Table 5). Most of the respondents were 
U.S. residents (85.6%) (Table 6). Zip code distribution of U.S. 
cities and states are presented in Tables 7 and 8. Canadian 
respondents originated in Ontario, Quebec, and New Brunswick 
(Table 9). The majority of the overseas visitors came from the 
United Kingdom (61.7%). 
Table 2: 
Aqe of the Respondents 
Age % 
----------------------------
1. 13-17 27.2 
2. 18-24 29.9 
3. 25-34 19.5 
4. 35-54 21.8 
5. Over 55 1. 6 
Total 100.0 
Median: 18-24 
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Table 3: 
Marital status of the Respondents 
Marital status % 
1. Married 63.7 
2. Single 36.3 
Total 100.0 
Table 4: 
Gender Distribution of the Respondents 
Gender % 
1. Males 52.8 
2. Females 47.2 
Total 100.0 
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Table 5: 
Respondents• Central Florida Residency Status 
Residence status % 
1. Tourist 58.9 
(a) 
2. Local resident 41.1 
Total 100.0 
a 
Note: Residents of Orange, Seminole, and Osceola counties. 
Table 6: 
Respondents• Place of Permanent Residence 
Permanent 
residence 
1. U.S. 
2. Canada 
3. Other foreign 
countries 
Total 
6 
% 
85.6 
1.1 
13.3 
100.0 
Table 7: 
Respondents• City of Residence (U.S. respondents only) 
City of 
residence 
San Juan 
Worcester 
Middlesex 
Boston MA 
MA 
MA 
Brockton MA 
Auburn ME 
Bangor EM 
Providence -RI 
Hartford CT 
New Haven CT 
Waterbury CT 
Newark NJ 
Jersey City NJ 
Paterson NJ 
Red Bank NJ 
South Jersey NJ 
Staten Island NY 
Bronx NY 
Westchester NY 
Monsey NY 
Queens NY 
% 
1.2 
0.2 
0.2 
0.2 
0.4 
0.2 
0.2 
0.8 
0.4 
0.6 
0.2 
0.4 
0.4 
0.6 
0.2 
0.8 
0.2 
0.4 
0.2 
0.4 
0.2 
Long Island City NY 0.2 
7 
Table 7 (continued): 
Respondents• City of Residence (U.S. respondents only) 
City of 
residence 
Brooklyn NY 
Flushing NY 
Alaska 
Western Nassau 
Hicksville NY 
Albany 
Poughkeepsie NY 
Birminham NY 
Buffalo NY 
Pittsburgh PA 
Greenburg PA 
Altoona PA 
Harrisburg PA 
Scranton PA 
NY 
Philadelphia PA 
Wilmington DE 
Government DC 
Southern MD 
Easton MD 
Baltimore MD 
Frederick MD 
Arlington VA 
% 
0.6 
0.6 
0.2 
0.6 
0.8 
0.2 
1.0 
0.4 
0.2 
0.2 
0.2 
0.2 
0.4 
0.4 
0.2 
0.2 
0.6 
0.2 
0.2 
0.8 
0.2 
0.2 
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Table 7 (continued) : 
Respondents• City of Residence (U.S. respondents only) 
City of 
residence 
Norfolk VA 
Newport News VA 
Huntington WV 
Wheeling WV 
Greensboro NC 
Raleigh NC 
Rocky Mount NC 
Charlotte NC 
Columbia SC 
Greenville SC 
Florence SC 
Atlanta GA 
Gainsville GA 
Savannah GA 
Albany GA 
Jacksonville FL 
Tallahassee FL 
Panama City FL 
Pensacola FL 
Gainesville FL 
Orlando FL 
Miami FL 
% 
0.2 
0.2 
0.2 
0.2 
0.2 
0.2 
0.4 
0.6 
0.2 
0.2 
0.2 
0.8 
0.2 
0.2 
0.2 
2.6 
0.2 
0.4 
0.4 
0.4 
44.2 
1. 0 
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Table 7 (continued): 
Respondents• City of Residence (U.S. respondents only) 
City of 
residence % 
West Palm Beach FL 1.0 
Tampa FL 1.8 
st. Petersburg FL 0.6 
Lakeland FL 1. 6 
Fort Meyers FL 0.4 
Birmingham AL 0.8 
Huntsville AL 0.2 
Anniston AL 0.2 
Nashville TN 0.8 
Chattanooga TN 0.2 
Johnson City TN 0.2 
Columbia TN 0.2 
Ashland KY 0.2 
Columbus OH 0.2 
stuebenville OH 0.2 
Cleveland OH 0.2 
Canton OH 0.2 
Cincinnati OH 0.2 
Dayton OH 0.2 
Indianapolis IN 0.4 
Gary IN 0.2 
Royal Oak MI 0.8 
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Table 7 (continued): 
Respondents• city of Residence (U.S. respondents only) 
City of 
residence 
Detroit MI 
Lansing MI 
Kalamazoo MI 
Jackson MI 
Grand Rapids MI 
Iron Mountain MI 
Cedar Rapids IA 
Milwaukee WI 
Duluth MN 
Watertown SD 
North Suburban IL 
South Suburban IL 
Chicago IL 
Peoria IL 
Springfield IL 
Centralia IL 
Carbondale IL 
Saint Louis MO 
Kansas City MO 
Kansas City KS 
Omaha NE 
New Orleans LA 
% 
0.4 
0.2 
0.2 
0.2 
0.2 
0.2 
0.4 
0.2 
0.2 
0.2 
0.6 
1.2 
0.6 
0.2 
0.4 
0.2 
0.2 
0.4 
0.8 
0.2 
0.4 
2.8 
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Table 7 (continued): 
Respondents• City of Residence (U.S. respondents only) 
City of 
residence % 
---------------------------
Alexandria LA 0.2 
Pine Bluff AR 0.2 
Fort Smith AR 0.2 
Oklahoma City OK 0.4 
Dallas TX 0.2 
Witchita Falls TN 0.4 
Houston TX 0.2 
Pasadena TX 0.6 
Beaumont TX 0.2 
Denver CO 0.2 
Carzozo NM 0.2 
Long Beach CA 0.2 
Van Nuys CA 0.2 
San Bernadina CA 0.4 
San Francisco CA 0.4 
Sacramento CA 0.2 
Honolulu HI 0.2 
Portland OR 0.2 
Medford OR 0.2 
Total 100.0 
Note: Due to computer rounding, not all frequencies will add up 
to exactly 100%. 
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Table 8: 
Respondents• state of Residence (U.S. respondents only) 
State of 
residence 
Puerto Rico and VI 
Massachusetts 
Rhode Island 
Maine 
Connecticut 
New Jersey 
New York 
Pennsylvania 
Delaware 
Dist of Columbia 
Maryland 
Virginia 
West Virginia 
North Carolina 
South Carolina 
Georgia 
Florida 
Alabama 
Tennessee 
% 
1.2 
1.2 
0.6 
0.4 
1.2 
2.3 
6.7 
1.8 
0.2 
0.6 
1.8 
0.6 
0.4 
1.4 
0.6 
1.4 
56.0 
1.6 
1.4 
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Table 8 (continued): 
Respondents• state of Residence (U.S. respondents only) 
State of 
residence 
Kentucky 
Ohio 
Indiana 
Michigan 
Iowa 
Wisconsin 
Minnesota 
South Dakota 
Illinois 
Missouri 
Kansas 
Nebraska 
Louisiana 
Arkansas 
Oklahoma 
Texas 
Colorado 
California 
% 
0.2 
1.2 
0.8 
2.2 
0.6 
0.2 
0.4 
0.2 
3.7 
1.2 
0.2 
0.2 
2.9 
0.4 
0.4 
2.0 
0.2 
1.4 
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Table 8 (continued) : 
Respondents• state of Residence (U.S. respondents only) 
State of 
residence 
Hawaii 
Oregon 
Washington 
Total 
% 
0.2 
0.2 
0.2 
100.0 
Note: Due to computer rounding, not all frequencies will add up 
to exactly 100%. 
15 
Table 9: 
Canadian Respondents• Province of Residence 
Province of 
residence 
1. Ontario 
2. New Brunswick 
3. Quebec 
Total 
Number of 
observations: 
16 
% 
66.8 
16.6 
16.6 
100.0 
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The Wet N1 Wild MTV Summer Break Nights 
1. Decision Making and Arrival Time 
Wet N' Wild visitors who came to Summer Break Nights had a 
median party size of four people (Table 10). The majority of 
them decided to come to the event on the day of their visit 
(38.3%) or a day prior to their visit (25.6%) (Table 11). 
The majority of the respondents (69.5%) entered the park 
after 5 P.M., (Table 12) mainly because of the reduced admission 
price (65.3%), time convenience (37.0%), and the MTV music event 
(22.5%). Other reasons to come to Wet N' Wild after 5 P.M. 
included cooler weather, perception of a less crowded park, and 
free passes (Table 13). 
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Table 10: 
Respondents• Party Size 
Party size 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Total 
Mean: 
st Dev: 
Median: 
18 
% 
2.3 
18.1 
16.5 
25.1 
11. 3 
10.8 
6.1 
4.8 
1.8 
3.2 
100.0 
4.4 
2.1 
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Table 11: 
Decision Timing to Come to MTV Summer Break Nightsa 
% 
1. Today 38.3 
2. Yesterday 25.6 
3. 2-7 days ago 21.8 
4. 8-14 days ago 5.3 
5. More than 14 days ago 9.0 
--------------------------------
Total 100.0 
a 
Note: "When did you decide to come to MTV Summer Break Nights?" 
Table 12: 
Entrance Time to Wet N' Wild 
Entrance time ~ 0 
1. Before 5 P.M. 30.5 
2. After 5 P.M. 69.5 
Total 100.0 
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Table 13: 
Reasons for cominq After 5 P.M. 
Reason % 
1. Half price admission 65.3 
2. Time was convenient 37.0 
3. MTV music event 22.5 
4. Other 5.1 
Note: "Why did you choose to come after 5 P.M.?" 
Total percentages exceed 100% due to multiple 
responses. 
2. Sources of Information about MTV Summer Break Nights 
The majority of the respondents heard about MTV Summer Break 
Nights event (Table 14) mainly from other people (31.6%), radio 
(30.1%), and TV (23.9%). They also heard about the event when 
they visited the park (15.8%), when they saw a flyer in hotel 
(12.4%) and on billboards (11.5%) (Table 15). 
MTV was the major TV station where the respondents saw 
commercials (82.9%) about the Summer break Nights. Commercials 
were also seen on local network stations like Channel 2 (NBC), 
Channel 9 (ABC), and Channel 35 (Fox) (Table 16). Radio 
commercials about the event were mainly heard on BJ 105 (68.6%) 
and WHTQ (11.5%) (Tables 16-17). 
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Table 14: 
Information about summer Break Nights 
% 
1. No 40.1 
2. Yes 59.9 
Total 100.0 
Note: "Have you heard about MTV Summer Break Nights?" 
Table 15: 
a 
Sources of Information about the MTV Summer Break Nights Event 
Source of Information 
1. Word of mouth advertising 31. 6 
2. TV 23.9 
3. Radio 30.1 
4. When visited the park 15.8 
5. Flyer in hotel 12.4 
6. Billboard 11.5 
7. Newspapers 3.8 
8. Magazines 2.4 
9. Stores/restaurants/ 
other commercial outlets 1. 0 
10. Other 5.7 
a 
Note: "Where did you hear about the event?" 
Total percentages exceed 100% due to multiple responses. 
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Table 16: 
TV station where Advertisinq was seen 
TV Station % 
------------------------------------------------
1. MTV (Music TV) 82.9 
2. WESH (NBC, Channel 2) 11. 7 
3. WFTV (ABC, Channel 9) 6.3 
4. WOFL (FOX, Channel 35) 3.9 
5. WCPX (CBS, Channel 6) 2.9 
6. VHl (Video Hits 1) 1. 0 
7. WMFE (PBS, Channel 24) 0.5 
8. WTOG (Independent, Channel 44) 0.5 
9. Other cable TV 3.4 
Note: Total percentages exceed 100% due to multiple responses. 
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Table 17: 
Radio station where Advertisinq was Heard 
Radio Station % 
1. BJ 105 (WBJW FM TOP 40) 68.6 
2. WHTQ Q96 (quality rock & roll) 11.5 
3. WCAT FM Yl06 (light rock and top 40) 8.3 
4. WDIZ ROCK 100 7.1 
5. 102 JAMZ (urban contemporary) 6.4 
6. K-92 FM WWKA (country music) 3.8 
7. LOVE 94.5 WWLV (contemporary) 2.6 
8. STAR 101 WSTF FM (contemporary and top 40) 1.9 
9. WSSP FM 104 (smooth listening) 1.3 
10. WJYO Joy 108 (easy listening) 1.3 
Note: Total percentages exceed 100% due to multiple responses. 
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3. Perception of Value for Money 
The majority of the respondents (89.4%) thought that the 
admission price for the Wet N' Wild rides and entertainment was a 
good value for money (Table 18). 
Table 18: 
Perception of Value for Money of Admission Price 
Entrance time % 
1. No 10.6 
2. Yes 89.4 
Total 100.0 
Note: "Did you think that the admission price for Wet N' Wild 
rides and entertainment was a good value for money?" 
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4. Facilities used at Wet N' Wild 
The most widely used facilities at Wet N' Wild included (in a 
descending order): Raging Rapids (80.7%), Wave Pool (79.7%), 
Blue Niagara (73.0%), Lazy River (71.5%), and Mach 5 (68.3%). 
The least used facilities were Bubble Up (25.7%) and Pepper Park 
(20.9%) (Table 19). 
Respondents were asked to indicate which feature or facility 
they had enjoyed most. It appeared that Raging Rapids, Blue 
Niagara, Mach 5, Der Stuka, and Lazy River were the facilities 
enjoyed the most (Table 20). 
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Facilities 
used 
Table 19: 
a 
Facilities Used at Wet N 1 Wild 
% 
-----------------------------
1. Raging Rapids 80.7 
2. Wave Pool 79.7 
3. Blue Niagara 73.0 
4. Lazy River 71.5 
5. Mach 5 68.3 
6. Kamikaze 66.3 
7. Cork Screw 64.2 
8. Der Stuka 59.3 
9. Hydra Maniac 53.0 
10. Surf Lagoon 36.9 
11. Knee Ski 33.4 
12. Bubble Up 25.7 
13. Pepper Park 20.9 
-----------------------------
a 
Note: "Have you utilized the following features and facilities of 
Wet N' Wild today? 
Total percentages exceed 100% due to multiple responses. 
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Table 20: 
a 
Wet N' Wild Facility that was enjoyed most 
Facility 
enjoyed most % 
-----------------------------
1. Raging Rapids 21.5 
2. Mach 5 14.1 
3. Der Stuka 13.7 
4. Blue Niagara 15.5 
5. Lazy River 10.1 
6. Cork Screw 7.8 
7. Kamikaze 6.3 
8. Knee Ski 3.5 
9. Wave Pool 3.1 
10. Surf Lagoon 1. 6 
11. Hydra Maniac 2.8 
12. Pepper Park 0.2 
13. Bubble Up 
----------------------------
Total 100.0 
a 
Note: "Which feature or facility did you enjoy most?" 
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5. Level of Interest in Summer Break Nights Events 
Respondents were asked to indicate their level of interest in 
a variety of Summer Break Nights events. They were given a scale 
ranging from 1 to 5 where 11 1 11 indicated total disinterest ("not 
interested at all") and 11 5 11 indicated high interest ("very 
interested.") 
Overall, Wet N' Wild Summer Break Nights visitors were very 
interested in the park rides and attractions (mean=4.7) - more 
than any event of the Summer Break Nights. They were also 
interested in (descending order) the live band, bikini contest, 
Club MTV with disc jockey, and pizza eating contest. They were 
least interested in the beach games and the national talent acts 
(Table 21). 
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Table 21: 
Level of Interest in the summer Break Niqht events 
Level of interest Mean Std 
Dev 
1. Park rides and attractions 4.7 0.7 
2. Live band 3.7 1.4 
3. Bikini contest 3.7 1.5 
4. Club MTV with Disc Jockey 3.6 1. 3 
5. Pizza eating contest 3.3 1.5 
6. Remote control 3.1 1. 5 
7. National talent act 2.9 1.4 
8. Beach games 2.9 1.4 
Scale: 
Not interested Very interested 
at all 
1----------2----------3----------4----------5 
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6. Level of Satisfaction and Likelihood to Revisit Wet N' Wild on 
Summer Break Nights 
Both satisfaction with the current experience at Wet N' Wild 
and likelihood to come back to Summer Break Nights in the future 
were very high; The majority of the respondents very satisfied 
(72.1%) and satisfied (25.5%) with their visit to Wet N' Wild 
(Table 22). 
With regard to future likelihood to come back to Summer Break 
Nights, the majority of the respondents said that they were very 
likely (65.6%) or likely (18.2%) to come back (Table 23). Those 
who said that they were unlikely to come back said so because the 
prices were too high and that it was too late in the evening. 
Other respondents said that they were tourists who were not 
likely to come back to Central Florida in the near future (Table 
24) • 
30 
Table 22: 
a 
Level of satisfaction with wet N' Wild Visit 
Level of 
satisfaction 
1. Very dissatisfied 
2. Dissatisfied 
3. Neither satisfied 
nor dissatisfied 
4. Satisfied 
5. Very satisfied 
Total 
Mean: 
Std Dev: 
a 
% 
0.2 
2.3 
25.5 
72.1 
100.0 
4.7 
0.5 
Note: "Overall how satisfied are you with your Wet N' Wild visit 
today?" 
31 
Table 23: 
Level of Likelihood to 
Revisit Wet N1 Wild on summer Break Nightsa 
Level of 
Likelihood 
1. Unlikely 
2. Somewhat unlikely 
3. Somewhat likely 
4. Very likely 
Total 
Mean: 
Std Dev: 
a 
% 
8.1 
8.1 
18.2 
65.6 
100.0 
3.4 
0.9 
Note: "How likely is it that you will come back to Summer Break 
Nights again in the future?" 
Table 24: 
Reasons for Not Wishing to come Back to summer Break Nights 
Reasons % 
1. Too expensive 8.9 
2. Too late in the evening 8.9 
3. Too many kids in the park 1.8 
4. Did not like the show 1.8 
5. Other 78.6 
Total 100.0 
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Predictors of Likelihood to Revisit Wet N' Wild 
A statistical technique called Pearson Correlation was 
conducted to determine what factors affect respondents' overall 
likelihood to come back to Summer Break Nights in the future. 
The correlation coefficients indicated that those 
respondents who were more likely to come back to Summer Break 
Nights had a high interest in: 
1. Club MTV with disc jockey 
2. Remote Control 
3. Bikini Contest 
4. Pizza Eating Contest 
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Perceptual Differences between Groups of Respondents 
A series of statistical techniques called one-way analysis of 
variance and t-tests were conducted in order to test whether 
there were any significant differences between respondents' 
various socioeconomic and profile characteristics regarding 
their: 
(1) Level of likelihood to come back to Summer Break Nights 
in the future. 
(2) Level of Satisfaction with their Wet N' Wild visit. 
Sub-groups of the respondents were defined by the following 
profile and socioeconomic variables: 
1. Previous information about MTV summer Break Nights. 
2. Perception of admission price value for money. 
3. Marital status of the respondents. 
4. Residency status of the respondents. 
Only significant findings are reported below. It was found 
that: 
1. Respondents who heard about MTV Summer Break Nights were more 
likely to come back to the event (mean=3.5) than respondents who 
did not hear about MTV summer Break Nights (mean= 3.2). 
2. Respondents who thought that the admission price for Wet N' 
Wild rides and entertainment was a good value for money were more 
likely to come back to the event and were also more satisfied 
with their visit (means= 3.4 and 4.7, respectively) than 
respondents who did not think it was a good value for money 
(means= 3.0 and 4.5, respectively). 
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3. Sinqle respondents were more likely to come back to the event 
(mean=3.6) than married respondents (mean= 3.1). 
4. Local residents were more likely to come back to the event 
(mean=3.7) than tourists (mean= 3.2). 
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III. SUMMARY AND CONCLUSIONS 
The Wet N' Wild Summer Break Nights 
The majority of the respondents decided to come to the MTV 
Summer Break Nights event on the day of their visit (38.3%) or a 
day prior (25.6%). They entered the park after 5 P.M. mainly 
because of the reduced admission price and time convenience. 
Almost a quarter entered after 5 P.M. because of the MTV event. 
The majority of the respondents had a median party size of 
four. They also thought that the admission price for the Wet 
N' Wild rides was a good value for money. 
Sources of Information about the Event 
The respondents heard about the MTV Summer Break Nights event 
from other people, radio and TV. MTV was the major channel where 
information was gathered, as well as a local radio station (BJ 
105) • 
Facilities Used at Wet N' Wild 
The most frequently used facilities at Wet N' Wild were: 
Raging Rapids, the Wave Pool, Blue Niagara, Lazy River, and Mach 
5. The Raging Rapids, Blue Niagara, Mach 5, Der stuka, and Lazy 
River were the facilities enjoyed the most. 
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Level of Interest in the Summer Break Nights Events 
The respondents were more interested in the park rides and 
attractions than any of the Summer Break Nights events. They 
exhibited, however, interest, in the live band, bikini contest, 
Club MTV, and Pizza eating contest. 
Likelihood to Come Back to MTV Summer Break Nights 
The majority of the respondents were very satisfied with 
their visit and said that were likely to come back. Those who 
were more likely to visit Wet N' Wild had a high interest in: 
Club MTV with disc jockey, Remote Control, Bikini Contest, and 
Pizza Eating Contest. 
Respondents who heard about MTV Summer Break Nights prior 
to their visit thought that the admission price was a good value 
for money, were single, and were local residents were more 
likely to come back. 
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